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摘 要 
目前针对企业的社会责任（Corporate Social Responsibility）进行的研究越
来越多，而在旅游领域中针对自然景区社会责任，以及旅游者感知如何的相关
影响的研究还比较缺少。当各个旅游景区只重追求收入和利润的同时，还必须
承担起相应的社会责任。目前自然景区所面对自然环境逐步恶化、旅游欺诈各
种问题突出、当地文化也被逐渐吞噬等，导致了对旅游可持续发展问题更严重，
本研究认为针对解决这些问题非常重要。因而，本文主要以研究游客所感知到
的自然景区承担的社会责任和他们的忠诚行为及支付意愿的关系为目的，以期
进一步理解游客对自然景区社会责任表现感知的实际情况，并分析顾客感知价
值驱动因素来提升游客对自然景区的产品或服务的感知价值。由于游客来自不
同的大洲、不同的国家，因此语言、文化背景以及行为明显存在差异，所以对
感知自然资源的重要性，重视自然景区社会责任的程度也可能存在差异。此外，
针对近期日益增长的景区门票价格和旅游费用，且也更能够理解游客对于社会
责任重视的忠诚度和支付意愿之间的关系。 
本研究基于在泰国甲米府的皮皮群岛国家公园自然景区内所采集的数据，
通过问卷调查得出数据后利用 SPSS22.0 统计软件和 AMOS24.0 结构方程模型
软件对调查数据进行分析，分别分析了自然景区社会责任总体表现是怎样影响
到游客感知价值及忠诚行为和支付意愿的，游客感知价值对于他们的忠诚行为
及支付意愿的直接与间接影响情况，并考察来自不同源地的旅游者对自然景区
社会责任表现与感知价值的调节影响情况。 
本研究得出结论为：第一，自然景区社会责任总体表现对游客感知价值有
着直接正向影响，可是对旅游者的忠诚度和对支付意愿并没有显著直接的正向
影响；第二，自然景区社会责任总体表现将通过感知价值的存在间接影响到旅
游者的忠诚行为和支付意愿；第三，旅游感知价值对自然景区社会责任总体表
现与忠诚行为和支付意愿之间存在中介作用；第四，客源地对自然景区社会责
任总体表现与感知价值的关系具有显著的调节效应。 
关键词：自然景区；社会责任；感知价值；支付意愿 
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ABSTRACT 
At present, many scholars study on corporate social responsibility. However, in 
the field of tourism, research shows a relative lack of natural scenics social 
responsibility and its relationship to the tourists’ perception. When various natural 
scenic spots are pursued for income and profits, we also need to undertake the social 
responsibility checks in these spots. As natural scenic areas are facing a gradual 
deterioration of the environment and also there are various tourism fraud problems, 
the local culture has been gradually swallowed. This circumstance has led to an even 
more serious problem of sustainable tourism development. This study considers that it 
is very important to solve these problems. Therefore, this research studies the 
relationship between tourist perception and their behavior toward social responsibility 
in natural scenic spots. The research can help us to further understand the perception 
of tourists on social responsibility, and also enhance the tourists’ perceived value of 
products or services. Due to the fact that tourists come from different continents and 
countries have different languages, cultural background and/or behavior, their 
perception of natural resources and emphasis on social responsibility may also be 
different. In addition, when there's a general increase in price in these spots, we can 
also understand the relationship between tourists' loyalty and their willingness to pay 
more for these natural scenic spots governed by the principle of social responsibility 
Based on this research, data collected on Phi Phi Islands (National Park in Krabi, 
Thailand), analyzed by SPSS statistics 22.0 and AMOS24.0. This analysis is based 
on: the overall performance of the natural scenic social responsibility, influences the 
tourists’ perceived value in various dimensions, their loyalty and willingness to pay; 
the direct and indirect effects of perceived value on loyalty and willingness to pay; 
the different of tourists origins and its role on the difference between perceived social 
responsibility and perceived value of the scenic spots. 
The conclusions of this study are as follows: the overall performance of CSR has 
a direct positive impact on perceived value. However, the overall performance of 
CSR in natural scenic spots has no significant direct positive impact on tourists' 
loyalty and willingness to pay. This overall performance will have an indirect impact 
on tourists' loyalty through perceived value, and also indirectly affect the willingness 
to pay. Perceived value has a mediating effect on the overall performance of social 
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responsibility, loyalty and the willingness to pay. Moreover the tourists' origins have 
a significant regulating effect on the relationship between CSR performance and 
perceived value. 
Key words: natural scenic spots; social responsibility; perceived value; willingness to 
pay 
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